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Abstract 
Emotional advertisement has recently caught attention as an effective tool of marketing 
communication. However, this research has been scarce in the online context. This 
research investigates the impact of online emotional advertisement on customer 
behavior with the moderator of brand attachment. Since brand attachment reflects 
certain conditions of the emotional state of consumers, it is assumed to be related to the 
effect of emotional appeal in advertising. We showed three types (emotional, 
informational, and mixed) of online movie advertisements of two items to Japanese 
undergraduate students, and conducted two questionnaires: one on the brand 
attachment and the other on purchase intention and engagement behavior. Results 
demonstrated that online emotional advertisement impacted both engagement behavior 
and purchase intention, while online informational one did so only on the purchase 
intention. The moderating effect of brand attachment was confirmed only in online 
emotional advertisements of one item on engagement behavior. 
Keywords: emotional advertisement, advertising appeal, engagement behavior, brand 
attachment 
Introduction 
Emotional advertisement has recently drawn much attention from marketers since it was found to 
promote the formation of positive attitudes of customers (Martin et al. 2008; Niazi et al. 2012). 
Emotional advertisement contains one or several emotional appeals including humor, warmth, eroticism, 
nostalgia, fear, and provocation (De Pelsmacker and Geuens 1997). Previous studies have shown that, 
on mass media, emotional advertisement influences on promoting consumer buying behavior, purchase 
intention and the formation of brand attitude. (Hartmann et al. 2005; Geuens et al. 2011). However, the 
effect of online emotional advertisement has not been confirmed.  
Advertising works differently depending on the viewers and products or brands (MacKenzie et al. 1986; 
Owolabi 2009). Recent research in customer behavior and social psychology has been paying much 
attention to brand attachment, which is the emotional connection between the brand and the self, and 
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has a positive influence on customer behavior (Whan Park et al. 2010). Since emotional advertisement 
and customer’s brand attachment have emotional aspects, we hypothesize that their interaction will 
influence customer behavior. To our best knowledge, the interactive effect has not been confirmed.  
The present research focuses on the impacts of emotional advertisement on customer behavior in 
contrast with informational advertisement, with the moderating effect of brand attachment. Our research 
efforts make several important contributions to the existing literature. First, our research examines the 
impact of emotional advertisement on customer behavior in the online environment. Second, our 
research extends current knowledge of the effect of advertisement by incorporating brand attachment as 
a moderator.  
Literature Review and Hypothesis 
Main Effects of Emotional and Informational Appeals on Customer Behavior 
The interest in emotional aspects in the marketing and advertising literature can be traced back to 
Copeland’s (1924) original proposition that individuals buy products for either rational or emotional 
reasons. Advertising can be categorized by emotional and informational appeals (Kotler and Armstrong 
1994). Emotional advertisements are grounded in the emotional, experiential side of consumption 
(Albers-Miller and Royne Stafford 1999) which includes humor, warmth, eroticism, nostalgia, fear, and 
provocation (De Pelsmacker and Geuens 1997). In contrast, informational ones stem from the traditional 
information processing models of decision making (Albers-Miller and Royne Stafford 1999), and 
convey the relevant facts of brands or products about functions and prices (De Pelsmacker and Geuens 
1997). However, in marketing practices, an advertisement cannot be designed as one of the two extremes, 
and the perception of their appeals are different among people. Therefore, we introduce the constructs 
of perceived emotional and informational appeals in our model (Figure 1) to measure the perceived 
degrees of their appeals in advertising.  
The emotional advertising appeals have so far been investigated on the mass media, mainly television 
(Stafford and Day 1995). Previous studies showed that they have impacts on customer attitude (Coulter 
and Pinto 1995; Moore and Harris 1996), purchase intention (Tian et al. 2004; Bulbul and Menon 2010), 
behavioral change (Farrelly et al. 2012), and brand attitudes (Geuens et al. 2011). However, to the best 
of our knowledge, the effect of emotional online advertisement has not been clear. There is an 
impression that online seems to be suited for informational advertisement. 
This research examines the effect of emotional online advertising appeals on purchase intention and 
engagement behavior. First, the reason for introducing purchase intention is that it is regularly used as 
an indicator of measurement of advertising effectiveness and already known that advertising promotes 
purchase intention on mass media (Niazi, G et al. 2012). Second, the reason for introducing engagement 
behavior is that the online characteristics offer new possibilities to customers that they can comment, 
review and publish information about the product online and the representative construct which 
accurately describes these interactions is engagement behavior. It explicates a customer’s behavioral 
manifestations that have a brand or firm and is proved effective in building long-term relationships 
between customers and companies (Van Doorn et al. 2010). Therefore, in order to make an overall 
evaluation of online emotional advertisement, purchase intention and engagement behavior are both 
considered as the outcomes in our model. 
H1: Perceived emotional appeals of advertisement have a positive impact on customer’s engagement 
behavior.  
H2: Perceived emotional appeals of advertisement have a positive impact on customer`s purchase 
intention.  
Prior research has also found informational appeals to be important in the formation of consumer 
attitudes to television advertising (Resnik and Stern 1977) and SNS advertising (Taylor et al. 2011). 
Informational appeals were regarded as the impactive tool for creating primary demand (Kotler and 
Armstrong 1994), promoting customer’s purchase intention and driving customer to spread the 
information to friends over the social network volitionally (Lee and Hong 2016). Hence, the following 
hypotheses are proposed as alternate hypotheses: 
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H3: Perceived informational appeals of advertisement have a positive impact on customer’s engagement 
behavior. 
H4: Perceived informational appeals of advertisement have a positive impact on customer`s purchase 
intention.  
Moderating Effects of Brand Attachment 
As to H1 through H4, it should be noted that they may not be equally pronounced for all people. In other 
words, these effects may change according to the factor of customers and products. For example, the 
effects of advertising appeals have been found to be moderated by product involvement (Johar and Sirgy 
1991; Adaval 2001), product characteristics (Rossiter et al. 1991), and culture (Han and Shavitt 1994). 
This research introduces the concept of brand attachment as a new moderator between advertising 
appeals and customer behavior in our model. 
Brand attachment is defined as the strength of the bond connecting the brand and the self, and is 
conceptually reflected by two critical factors: brand-self connection and brand prominence (Whan Park 
et al. 2010). Brand-self connection describes the cognitive and emotional connection between the brand 
and the self (Chaplin and John 2005), and brand prominence suggests the extent to which positive 
feelings about the attachment object are perceived as the top of mind (Mikulincer 1998). Prior research 
has confirmed that brand attachment was related to emotions (Whan Park et al. 2010; Merchant and 
Rose 2013) and it affected behaviors (Thomson et al. 2005). On the other hand,  some researchers 
claimed that emotions influenced attention to the advertisement (Olney et al. 1991) and affective 
responses (Batra and Ray 1986). Hence, we hypothesize that brand attachment  and emotional 
advertisement which both have emotional aspects might interactively influence customer behavior, 
which leads to the following hypotheses: 
H5: Brand attachment strengthens the relationship between perceived emotional appeals of 
advertisement and engagement behavior.  
H6: Brand attachment strengthens the relationship between perceived emotional appeals of 
advertisement and purchase intention.  
The difference of moderating effects of emotional and informational appeals has been indicated in prior 
research. For example, emotional advertisements evoke more positive responses for low involvement 
products, while informational ones are more effective for high involvement products (Johar and Sirgy 
1991; Adaval 2001). In our study, the moderating effect of brand attachment might also be different 
between emotional and informational appeals. Thus, we generate the following alternative hypotheses: 
H7: Brand attachment strengthens the relationship between perceived informational appeals of 
advertisement and engagement behavior.  
H8: Brand attachment strengthens the relationship between perceived informational appeals of 
advertisement and purchase intention.  
 
Figure 1. Conceptual Model 
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Research Methods 
An online survey was conducted to investigate the effects of emotional advertisement. 
A total of 217 undergraduate students at a national university in Tokyo, took part in this survey for a 
partial course credit. Our research employed a self-reported data collection method based on a survey 
design, which was to collect the response data of the subjects having viewed advertisements. To enhance 
the generalizability of our research, we purposefully selected two products that were familiar to 
undergraduate students: breakfast set menu of McDonald’s and the lightweight, warm down jackets of 
UNIQLO. We used three different types of online video advertisements for each brand that considered 
to have different emotional and informational appeals. 
The survey was divided into two parts. For the first part, a questionnaire was conducted to test subjects’ 
brand attachment towards McDonald’s and UNIQLO. For the second part, the advertisements were 
presented to subjects, and then the questionnaires were used to measure their perceived degrees of 
emotional and informational appeals, their engagement behavior, and their purchase intention toward 
the brands. Each subject was presented with one randomly chosen type of advertisement for one brand, 
and the advertisement of a different type was then presented to the other brand. There was a time lag 
between different brand advertising. After data cleaning, a total of 206 students were included in the 
final analysis, 97.6% were Japanese freshmen and 2.4% were exchange students. 
Exploratory factor analysis was conducted on 22 questions on a five-point Likert scale in the total survey 
questionnaires; factor loadings, reliability, and validity were checked by calculating Cronbach’s α, 
composite reliability (CR) and average variance extracted (AVE) coefficients for each factor. By 
considering them, the 15 questions were chosen, shown in Table 1. 
Table 1. Summary Statistics and Construct Reliability & Validity Estimation 
Constructs and Measurement Items McDonald’s UNIQLO 
 t-test SFL t-test SFL 
Brand attachment  
 
  
BA1.  I feel emotionally bonded to (brand name). - - *** .57 
BA2.  (Brand name) say something to other people about who 
you are.  
*** .71 - - 
BA3.  When expressing myself, I would like to use (brand name). *** .71 - - 
BA4. My thoughts and feelings toward (brand name) often 
automatic, coming to mind seemingly on their own. 
*** .73 *** .82 
BA5. My thoughts and feelings toward (brand name) come to 
mind so naturally and instantly that I don’t have much 
control over them. 
*** .87 *** .74 
Perceived Emotional Appeals of Advertisement  
 
  
PEA1.This ad is full of factors that appeal to people’s emotions. *** .53 *** .39 
PEA2.After seeing this ad, I had intense feelings. *** .93 *** 1.25 
Perceived Informational Appeals of Advertisement  
 
  
PIA1. This ad is full of practical information. *** .56 *** .90 
PIA2. The information on this ad is practical. *** 1.26 *** .87 
Engagement Behavior     
EB1. I am inclined to click “Like” for this ad. *** .82 *** .81 
EB2. I am inclined to share this ad. *** .91 *** .94 
EB3. I am inclined to comment on this ad. *** .82 *** .83 
Purchase Intention     
PI1. I might purchase this product. *** .88 *** .88 
PI2. It is worth purchasing this product. *** .84 *** .85 
PI3. The next time I need the service of…I will choose… *** .70 *** .76 
 
The items BA1, BA2 and BA3 are assumed to be reflective of brand-self connection which describes 
the cognitive and emotional connection between the brand and the self (Chaplin and John 2005). BA4 
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and BA5 reflect the brand prominence that suggests the extent to which positive feelings about the 
attachment object are perceived as the top of mind (Mikulincer 1998). The items E1, E2, I1 and I2 refer 
to the degree to which emotional and informational appeals are perceived by participants (Lee and Hong 
2016). The items EB and PI refer to the extent to how much consumers are willing to engage on and 
purchase (Lee and Hong 2016).  
Confirmatory factor analysis (CFA) was performed using Amos 24. As in Table 2, Cronbach’s α, CR 
and AVE coefficients for the five constructs are at either acceptable or satisfactory level. For reliability, 
except emotional degree of advertisement (McDonald’s: Cronbach’s α=0.690, UNIQLO: Cronbach’s 
α=0.681), Cronbach’s α for the rest sets of indicator variables of all constructs exceeded the generally 
acceptable level (.7), which is referred to as a satisfactory level. For convergent validity, all CR values 
exceeded the threshold values (.7); AVE values exceeded the cut off value (.5); and all CR values were 
greater than the corresponding AVE. To test the discriminant validity, we examined AVE values and 
MSV values, and the results are shown in Table 2 (AVE≥0.5, AVE>MSV) demonstrated good 
discriminant validity. To validate our measures, we performed the Harman's Single-Factor Test for 
common method variance. The results showed that the first (largest) factor did not account for a majority 
of the variance (McDonald’s:28.9%; UNIQLO:27.3%). Thus, no general factor is apparent, common 
method variance was not a pervasive problem in this study. 
Table 2a. Construct Squared Correlations (McDonald’s) 
 1 2 3 4 5 Cronbach’s α CR AVE 
1.BA      0.880 0.841 0.572 
2.PEA 0.054     0.690 0.714 0.574 
3.PIA 0.018 0.035    0.825 0.971 0.951 
4.EB 0.132 0.166 0.018   0.851 0.885 0.721 
5.PI 0.067 0.338 0.070 0.073  0.829 0.850 0.657 
 
Table 2b. Construct Squared Correlations (UNIQLO) 
 1 2 3 4 5 Cronbach’s α CR AVE 
1.BA      0.748 0.754 0.511 
2.PEA 0.026     0.681 0.902 0.854 
3.PIA 0.040 0.010    0.883 0.897 0.785 
4.EB 0.242 0.051 0.004   0.777 0.871 0.744 
5.PI 0.000 0.059 0.336 0.071  0.856 0.850 0.693 
 
Results 
Firstly, we conducted a structural equation modeling (SEM) estimation by using Amos 24 to test the 
main effect of brand attachment and advertisement appeals on customer behavior. Since Amos  24 is 
not applicable in verifying moderation impacts,  then we used SmartPLS 3.0 (Chin 2003) to detect the 
moderating effect between brand attachment and advertisement appeals on customer behavior. Figure 2 
summarized the results with the estimated coefficients and coefficients of determination in the first step. 
Structural Equation Modeling 
The estimation results indicated an acceptable level of fitness (McDonald’s: χ²=137.535; RMSEA=.068; 
CFI=.803; GFI=.909; AGFI=.862; UNIQLO: χ²=85.237; RMSEA=.049; CFI=.901; GFI=.936; 
AGFI=.898). For McDonald’s, the estimated main effects of the perceived emotional appeal of 
advertisement (PEA) on engagement behavior (EB) and purchase intention (PI) were significant, thereby 
supported both H1 (β=0.32) and H2 (β=0.49). An estimated main effect of the perceived emotional 
appeal of advertisement (PIA) on PI was significant, but the effect of PIA on EB was not, thereby 
supported H4 (β=0.28) but rejected H3. For UNIQLO, estimated main effects of PEA on EB and PI 
were significant, thereby supported both H1 (β=0.30) and H2 (β=0.35). An estimated main effect of PIA 
  Impacts of Online Emotional Advertisement  
  
 Twenty-Second Pacific Asia Conference on Information Systems, Japan 2018  
on PI was significant, but the effect of PIA on EB was not, thereby supported H4 (β=0.58) but rejected 
H3. 
 
Figure 2. Structural Model with Estimation Results 
Moderation Analysis 
In order to test H5, H6, H7 and H8 which address the moderating effects of brand attachment on the 
relationships between advertisement appeals and customer behavior, a serious of steps were taken in 
SmartPLS 3.0 in accordance with the moderation analysis procedure as discussed by Chin (2003).  
For McDonald’s, the moderating effect of BA was only significant in the relationship of PEA and EB 
(0.11*) but was not in the relationship of PEA on PI, PIA on EB, and PIA on PI, thereby H5 was 
confirmed, whereas H6, H7 and H8 were not. What’s more, the size of the confirmed moderating effect 
was f²=0.021, which is small (f²=0.02) in the standard of Cohen 1988, but according to the standard of 
Kenny (2005), the effect size is medium (f²=0.01). For UNIQLO, the moderating effect of BA was not 
significant in all impacts of advertisement appeals on customer behavior. 
Conclusion and Limitations 
It is understandable that online is beneficial for conveying an informational message, but does it apply 
to emotional one? Despite the increasing attention to emotional advertising appeals, the impact of online 
emotional advertisement has not been examined. In addition, although it is already verified that 
emotional advertisement and brand attachment affects consumer behaviors respectively (Moore and 
Harris 1996; Geuens et al. 2011; Whan Park et al. 2010), their interaction is not well understood yet. In 
order to understand the impact and the interaction, we validated the structural model in Figure 1 by 
contrasting emotional appeals with informational ones. The model indicated that both emotional and 
informational advertisements have a positive impact on the customer behavior (engagement behavior 
and purchase intention), which is moderated by brand attachment. 
The results of the main effect of advertising appeals (Figure 2) indicated that the higher emotional 
appeals of advertisement were perceived, the more customers were engaged on the brand and intended 
to buy the product. On the other hand, the higher  informational appeals of advertisement were perceived, 
the more customers were inclined to buy the product, but not so willing to be engaged in the product’s 
brand. This result showed that emotional advertisement had more impact on engagement behavior than 
the informational advertisement. It is consistent with the conclusion of Yang and Wang (2015) who 
pointed out that perceived pleasure of customers was the most important predictor of their online video 
sharing attitudes and intent, but perceived utilities of online video failed to predict it. Yang and Wang 
(2015) demonstrated the internal factors of consumers’ online video sharing attitudes and intent, but it 
did not clarify what kinds of external factors affect the sharing behavior. Our study might be an extension 
of their research indicating that the emotional and informational appeals of advertisement might be the 
external factor of perceived pleasure and utilities.  
The interaction of emotional appeals and brand attachment was confirmed through moderation analysis. 
However, the interaction effect was different between the two brands. Hypothesis 5 (brand attachment 
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strengthens the relationship between perceived emotional appeals of advertisement and engagement 
behavior) was confirmed in the case of McDonald’s, but not in that of UNIQLO. Our interpretation of 
the results is that hedonic product involvement might replace brand attachment as moderator, because 
they both have emotional features. For undergraduate students, McDonald’s as fast food is deemed to 
be more utilitarian, and UNIQLO as fashion brand is done to be more hedonic. Prior research (Geuens 
et al. 2011; Moore and Harris 2013) indicated that product involvement influenced the relationship of 
emotional advertisement and engagement behavior for hedonic products, but not for utilitarian ones. If 
the students were aware of hedonic features in UNIQLO, the hedonic involvement as a substitute for 
brand attachment has strengthened the relationship between emotional appeals of advertisement and 
engagement behavior, and the brand attachment would not influence it. Since McDonald’s is not 
considered the hedonic brand to the students, brand attachment straightforwardly strengthened the 
relationship. The estimation of the substitutable relationship, of course, is introduced hypothetically here, 
and needs to be verified in future research. 
Our findings offered several useful implications for managerial practice. First, most firms can encourage 
more customers engagement by using emotional advertisement. What’s more, we found that the use of 
emotional advertisement could be more effective if more attention is paid to the customers who are 
strongly attached to the brand. 
There are limitations to our study to be considered. First, we used a convenience sample of 
undergraduate students that thereby causing less generalizable results. Also, since our research was 
conducted with the limited number of brands, McDonald’s and UNIQLO, our research findings were 
limited to some extent. And third, the advertisements used in this study were all related to pleasure, and 
the other emotional advertisements which include eroticism, nostalgia, fear or provocation were not 
tested in this study. Therefore, this research urges future researchers to analyze broader population, more 
brands and more diverse emotional advertisements in order to get a more generalized conclusion. 
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